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1. 1997 Objectives & Strategies 
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I. 1997 Objectives & Strategies 


Marketing Obj. & Strat. 

Mainline 

Mainline 


- Grow Basic’s share of discount 

Spend to strength 


category 

- Increase overall share 

- National 

Build brand equity 


Box 

- Advertising 


* Achieve share of market 

- Promotions 


-Obtain 80% retail distribution 

- Direct mail/continuity 


- Source volume from other 

- Bouncebacks 


competitive discount box brands 

- Pulsed price promotions to remain 


Maximize awareness of Basic 

competitive 


proposition 

Targeted programs to grow 


- National media with targeted 

- Non retail masters 


initiatives 

- SOS (special opportunity stores) 


- Efficient spending in key areas 

- Menthol 


Broaden Basic’s appeal to young adult 
smokers 

-Box 
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Mainline 

- Build awareness of Basic among 
current and competitive smokers 

- Reinforce reason beyond price to 
purchase 

- Maintain “Big Brand’ feel 

• Provide national coverage w/heavy 
up in key markets 

- Maximize awareness and maintain 
competitive advantage through OOH 

- Maintain top of mind awareness 
with continuous print presenceJo 
reinforce daily purchase cyc^A * 


Box 

- Introduce news in marketplace 

- Create excitement for the brand 

- Increase Basic’s ‘Bin Brand’ feel 


Mainline o & Oi 

- Build awareness of Basic among current 
and competitive discount smokers 

• Reinforce reason beyond price to 
purchase 

- I ncrease Basic’s “Bio Brand’ fee), - r 5'^.^-- 

- Provide national coverage w/heavy up in 
key markets 

- Maximize awareness and maintain daily 
contact/competitive advantage through 
OOH 

- Maintain close-up impact with 
continuous print presence to reinforce 
“reason beyond price’’ to purchase 

No Box effort 
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Primary Audience 

AS25-54 

AS25-49 


- Median age 41 

- Median age 40 


- Male/female split 50%/50% 

- Male/female 50%/50% 


- White (90%) 

-White (85%) 


- Less educated 

- Less educated 


- Lower income (53% under $30M) 

- Lower income (64% under $30M) 

Secondary Audience 

None 

AS21-34 
- Male Skew 
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1. 1997 Objectives & Strategies 


Communication Goals 



1996 Actuals 

1997 Goals 

Difference 

Budgets 

$MM 

$MM 


Magazines 

$9.2 

$8.9 

-0.3 

FSIs 

0.4 

NA 

-0.4 

Creative Reserve 

NA 


+0.5 

OOH 

17.6 

18.1 

+0.5 

Military 

0.2 

0.2 

0.0 

Truck Stop Program 


0.3 

0.1 

Grand Total 

$27.6MM 

$28.0MM 

$0.4MM 

% of Overall Budget 

Print 

35% 

34% 

-1% 

OOH 

65% 

66% 

+1% 

Average Promo. R/F AS25-49 

75%/4.0* 

_ 


Average Sust. R/F AS25-49 

64%/2.8* 

65/2.7 

+1%/-0.1 

Total Year R/F AS25-49 

91 %/21 * 

C93/19 } 

+2/-2 


* Number adjusted from ")996 audience of AS25-54 to 1997 audience of AS25-49 
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II. Plan Development 
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II. Plan Development 
OOH Mainline Plan 


Tiered market list developed (Tiers 1-4) to allocate OOH dollars 
in proportion to market importance 

Tiered market list based on SDI, percent contribution and 
competitive performance 



Business 

Performance 

Business 

Strategy 

# 

Markets 

% 

U.S. 

% 

Volume 

Tier 1 

Basic strong/discount 
category strong 

Spend to strength 
“Leadership 0 

22 

20% 

53% 

Tier 2 

Discount category 
strong/Basic weak 

Spend to potential 
“Aggressive” 

25 

22% 

23% 

Tier 3 

Basic strong/discount 
category weak 

Spend to business 
“Maintenance” 

8 

7% 

11% 

Tier 4 

Discount category 
weak/Basic weak 

No spending 

21 

35% 

13% 


Sub-markets determined based on IRDD/Stars analysis; 
population, Basic potential indices, as well as OMS 
knowledge/recommendation for market 

• Markets with a Pi (potential indices) of 125+ were selected first 

• Metros with 100M+ population took priority over smaller 
markets 
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11. Plan Development - Out-of-Home 
QOH Mainline Flan 

Recommend bulletin presence in all lead markets as well as 
strong 30-sheet presence in both lead and sub markets in Tiers 
1-3 

• Reinforces “reason beyond price" to purchase 

• Creates “big brand" feel 
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II. Plan Development - Out-of-Home 

Recommend OOH support for Tiers 1-3 

• 10 months of support - Tier 1 (20% U.S.; 53% volume) 

• #75 showing in lead markets, #50 in sub-markets 

• #25 bulletin showing in lead markets/#50 showing of 30- 
sheets in lead and sub-markets 

• 6 months of support - Tier 2 (22% U.S.; 23% volume) 

• #50 showing in lead and sub-markets 

• #25 bulletin showing in lead markets/#25 showing of 30- 
sheets in lead markets; #50 in sub-markets 

• 6 months of support - Tier 3 (7% U.S.; 11 % volume) 

• #50 showing in lead and sub-markets 

• #25 bulletin showing In lead markets/#25 showing of 30- 
sheets in lead markets;#50 showing in sub-markets 

• No support in Tier 4 (35% U.S.; 13% volume) 



Bulletins* 

30-sheets 

Total 

Showing 

#of 

Months 


Lead Sub 

Lead 

Sub 



Tier 1 

#25 

#50 

#50 

#75/50 

10 

Tier 2 

#25 

#25 

#50 

#50/50 

6 

Tier 3 

#25 

#25 

#50 

#50/50 

6 


* Where bulletins are not available, recommend purchasing additional #25 showing of 30-sheet 
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II. Plan Development - Out-of-Home 
Mega-Volume 

Recommend continuing a 30-sheet pool around Mega-Volume 
outlets 

• Incorporate Mega-Volume poo! into general market goals, 
delivery and budget 

• Approximately #5 showing in each Mega-Volume market 

• Market Specialists have selected/wiil select best possible 
location near each Mega-Volume outlet 

• Each location hand-picked 

• Within a mile of the store 

• Inbound locations only 


h As>- 
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1997 Mega-Volume Markets 



Approx. # 

Tier 

Market 

Units/Month 

1 

Atlanta 

7 

1 

Birmingham 

6 

1 

i/Charlotte 

9 

1 

^Cincinnati 

10 

1 

Columbia 

3 

1 

Dallas 

10 

1 . * 

'Grand Rapids 

8 

1 

/Knoxville 

7 

1 i 

/Lexington 

2 

1 

Raleigh 

3 

1 t 

''Seattle 

8 

Tier 1 Total: 


73 

2 

Harrisburg 

6 

2 

Kansas City 

3 

2 

Nashville 

6 

2 

Pittsburgh 

11 

Tier 2 Total 


26 

3 ' 

^Detroit 

9 


|(<? | 09 
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lit Plan Development - Out-of-Home 
Premier Panels 

Recommend continuous premier panels in Seattle Portland & 
Minneapolis 

Hand selected locations, single face boards 

• On average a 16% price premium, however... 

30 

• Provide 45 % additional square footag#vs. regular 30-sheet 

• Price premium will be covered through OOH savings 
(@ $60. OM) 


Market 

Premier Panel 

30-Sheet 

Bulletin 

Total 

Seattle 

#18 

#36 

#21 

#75 

Portland 

#11 

#39 

#25 

#75 

Minneapolis 

#10 

#17 

#23 

#50 


U 
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II. Plan Development - Print 
Magazine Selection Criteria 

Used the following criteria to evaluate all potential 1997 Basic 
publications against men, women and dual audiences 

• Cost efficiency 

• AS25-49 or AS21-34 

• Basic smoker CPM 

• Audience Selectivity 

• AS25-49 or AS25-34 index 

• Basic smokers index 

• MRI Storyfinder Findings 

• MRI Storyfinder analysis used directionally for print title 
consideration 

• AS25-49 or AS21-34 HHI <30M index 

• AS25-49 or AS21-34 no college index 

• Basic smoker lifestyle relevance 

* 

• i.e. participate/enjoy hunting, fishing, 
entertainment etc. 
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II. Plan Development - Print 
Recommend national magazines 

• Close-up impact against Basic’s key audience of primary and 
secondary audiences 

• Average monthly reach/frequency at 65/2.7 

• Reinforce “reason beyond price” to purchase during price 
promotion months 

• Speak to discount smokers in publications they enjoy 

• Opportunity to feature Basic’s message with additional impact 
through creative print usage 

• Possible 1/3 columns opposite full page creative 

• Sponsored “Top Ten” lists 

• Spreads 
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II. Plan Development - Print 


Analyzed 90 magazines 

• Recommend 43 titles based on 

• 9 new titles 

• 3 1996 books removed 


print criteria 


^ A ir . _ 




Divided book list into two Tiers 


V 0 



9-' 




j 


• Tier 1 AS25-49 (23 titles) 

• Perform well against Basic’s Overall audience of AS25-49 

• 3-6 insertions per monthly based on number of criteria 
met/merchandising opportunities 

• If weekly, 6-14 insertionsj 

• Tier 2 AS21-34 (20 titles) 

• Books which perform well against important secondary 
audience of AS21-34 

• Increase Tier 2 male titles to help meet male skew 

• 6-15 insertions in male titles which met 5+ criteria 

• 3 insertions in male titles which met 2 criteria 

• In female and dual, 3-6 insertions per title 


• Both Tiers include general interest mainline titles as well as 
niche/specialty publications specific to Basic’s audience 
interest 

Recommend continuity plan 


to 

O 

*M 

2 


00 

to 

to 


Schedule magazine titles to alternate month to month so that 
coverage is extended over ten months (same as 1996) 

February-November (on-sale dates) ^ — 
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H. Plan Development - Print 
Twenty-three recommended Tier 1 Titles 
• Four new titles 

• Two efficient, high indexing male titles (N.A. Fisherman . 
Outdoor Life) 

• One efficient, lifestyle relevant woman’s book (McCall’sT 

• One efficient, lifestyle relevant dual book (New Country^ 


AS25-49 Booklist 


Audience 

Title 

AS25-49 

CPM 

Basic 

lndex+ 

AS25-49 

Index 

HHI <30 M 
Index 

No 

College 

Index 

Overall # 
Criteria Met 

Criteria 


<$33 

>124 

>128 

>117 

>131 


Male 

Bassmaster 

$21 

176 

184 

184 

228 

7 


Field & Stream 

$16 

143 

144 

152 

167 

7 


Hunting 

$16 

272 

161 

200 

186 

7 


N.A. Hunter 

$20 

253 

161 

143 

183 

7 


N.A. Fisherman* 

$17 

252 

157 

180 

185 

7 


Outdoor Life* 

$28 

112 

139 

141 

159 

6 


Sports Afield 

$25 

90 

134 

176 

159 

5 


Motor Trend 

$30 

87 

118 

124 

112 

3 


Sporting News 

$22 

68 

128 

86 

130 

3 

Criteria 


<$20 

>99 

>109 

>111 

>106 


Female 

National Enquirer 

$7 

159 

135 

175 

161 

7 


Star 

$9 

157 

136 

174 ! 

1 159 

7 


True Story 

$8 

288 

166 

317 1 

225 

7 


Woman’s World 

$10 

137 

117 

114 

123 

7 


McCall’s* 

$17 

145 

106 

117 

105 

5 


Country America 

$32 

79 

134 

152+ 

188 

4 


Woman’s Day 

$13 

97 

104 

105 

95 

3 


First for Women 

$13 

55 

123 

110 

102 

3 

Criteria 


<$29 

>94 

>103 

>80 

>64 


Dual 

Cable Guide 

$19 

134 

136 

132 

143 

7 


Life 

$19 

115 

116 

123+ 

111+ 

7 


TV Guide 

$11 

138 

126 

136 

130 

7 


US 

$25 

97 

136 

98 

122 

7 


People 

$16 

78 

105 

85 

90 

6 


r New Country* 

$35 

141 

150 

177 

187 

5 


+ Data relatively unstable due to small sample size; to be used directionally 
* New title 
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111. Plan Development - Print 
Twenty recommended Tier 2 Titles 
• Five new titles 

• Four efficient, high indexing male books (Popular Hot 
Roddino . Sport Truck . 4 Wheel & Off Road , Baseball 
Weekly) 

• One Basic lifestyle relevant, efficient dual book (Country 
Music) 


AS21-34 Booklist 


Audience 

Title 

AS21-34 

CPM 

Basic 

Index* 

AS21-34 

Index 

HHI <30 M 
Index 

No 

College 

Index 

Overall # 
Criteria Met 

Criteria 


<$35 

>116 

>172 

>155 

>181 


Male 

Car Craft 

$28 

143 

197 

171 + 

247 

7 


Hot Rod 

$23 

122 

181 

188 

212 

7 


Penthouse 

$18 

166 

268 

294 

270 

7 


Playboy 

$30 

149 

212 

209 

198 

7 


Baseball Weekly* 

$21 

183 

220+ 

210+ 

215+ 

7 


Sport Truck* 

$20 

173 

229 

269 

286 

7 


Popular Hot Rodding* 

$14 

146 

175 

184+ 

216 

6 


4 Wheel & Off Road* 

$27 

167 

157 

142+ 

188 

5 


Cycle World 

$35 

74 

179 

163+ 

186+ 

5 


Motorcyclist 

$30 

63 

208 

241+ 

300+ 

5 


Four Wheeler 

$27 

146 

162 

123+ 

200+ 

5 


Inside Sports 

$29 

75 

150 

110 

149 

2 


Sport 

$27 

22 

143 

94 

133 

2 


Sports Illustrated 

$46 

76 

117 

92 

107 

1 

Criteria 


<$42 

>102 

>134 

>124 

>111 


Female 

Soap Opera Weekly 

$7 

147 

178 

245 

202 

7 


Soap Opera Digest 

$18 

125 

174 

215 

179 

7 


Cosmopolitan 

$20 

110 

159 

131 

131 

6 

Criteria 


<$36 

>125 

>182 

>146 

>134 


Dual 

Rolling Stone 

$28 

138 

219 

213 

164 

7 


Country Music* 

$24 

143 

164 

197 

211 

7 


Entertainment Weekly 

$44 

77 

145 

111 

112 

1 


+ Data relatively unstable due to small sample size; to be used directionally 
* New 1997 title 
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111. Plan Development - Print 
Magazine deletions vs. 1996 

We do not recommend the 3 titles listed below vs. 1996 for the 
following reasons: 

• Inefficient (Today's Homeowner . Car & Drived 

• Low Basic smoker indices (Today’s Homeowner) 

• Not applicable to Basic smoker lifestyle (Today’s Homeowneh 


1996 Titles Deleted 



Aqe 25-49 



AS 

AS 

Basic 

HHI 

No 

Overall 

Audience 

Title 

CPM 

Index 

lndex+ 

<30M 

Colleae 

Criteria 

Criteria 


<$33 

>128 

>124 

<117 

<131 


Male 

Popular Mechanics 

$22 

113 

97 

113 

104 

3 


Today’s Homeowner 

$87 

80 

53 

54 

56 

a 


1996 Titles Deleted 



AqeJ 

>1-34 



AS 

AS 

Basic 

HHI 

No 

Overall 

Audience 

Title, 

CPM 

Index 

Index* 

<30M 

Colleae 

Criteria 

Criteria 


<$35 

>172 

>116 

<155 

<181 


Male 

Car & Driver 

$61 

123 

95 

75 

96 

1 


+ Projections relatively unstable due to small sample size; to be used directionally 
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11. Plan Development - Print 


1997 Titles Summary 


Audience 

jlV Tier 1 

IP Tier 2 

Male 

•4 

-6assmaster 

-Ffeld & Stream ‘ 

*+Tunting 

-Motor Trend 

N.A. Fisherman* 

-N.A. Hunter 
-Outdoor Life* 

Sports Afield 
'Sporting News < 

A 

1 

c 

fiasoball Weekly* 

'Car Craft 
-Cycle World 

Tour Wheeler 

Hot Rod 
inside Sports 

Motorcyclist 

"Penthouse 

-Playboy 

-Popular Hot Rodding* 
-Sports Illustrated 
'Sport Truck* 

<£port 

A Wheel & Off Road* 

Female 

i 

t 

lx 

l 

Country America 

Tirst for Women 
-McCall's* 

National Enquirer 
^tar 

True Story 

Roman’s Day 
i/Voman's World 

Cosmopolitan 
-Soap Opera Digest 
"§oap Opera Weekly 

Dual 

'(Sable Guide** 

■life 

-New Country* 

People 
'Tv Guide 
<JS 

Country Music* 
-Entertainment Weekly 
/Rolling Stone 


* New title 
** 2nd half 1997 
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11. Plan Development 

1997 Basic Merchandising Opportunities 

Merchandising Opportunities = Added value for Basic in 1997 

• Sponsorships 

• Free tickets 

• Trip give-aways 

• "Top Ten” list sponsorships 
Set Basic apart from competition 
Speak directly to Basic smokers 

Motivate sales-force and consumers through contests and 
sweepstakes 
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II. Plan Development 
Other Media 


In conjunction with the print and OOH presence, recommend 
other media opportunities that speak to high potential discount 
smokers 

Recommend maintaining current programs 

• Military 

• Truck Stops 
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11. Plan Development 
Other Media - Military 

Due to high military smoking indices, recommend maintaining 
exposure in military publications 

• Basic Military share -- 6,4 


Smoker Index 


Army 145 

Navy 145 

Air Force 114 

Marines 153 


Utilize publications-simUar-to-those used in 1996 

• AN AF Times 

• Family 

• Off Duty 

Flighting will correlate with national print schedule 


Source; 1996 Department of Defense survey data 
PM 12-Month Tracking Study (June 1995) 


4 > A 
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11, Plan Development 

Other Media - Truck Stop Advertising 

Recommend maintaining exposure in truck stops/travel centers 
in 1997 


• 76% of all truckers smoke 

• Judgementally, income levels and other demographics are 
simitar to discount brand smokers 

Utilize the following on-premise signage 

• Phone-facts ' 

• Advertisements placed in phone stalls 

• Posters 

• Located in key areas of the travel center/trucker’s lounge 
Recommend signage in Basic’s Tier 1 markets 

• 22 markets (150 mile radius of lead market) M 

• 485 total travel centers 

• 4 months of support (February, March, June, July) 

Also, continue advertising in Trucker’s News 

• Largest monthly circulation in the owner/driver market (184M) 

• Distributed in over 1,000 truck stops nationally 


Source: Research provided by Newport Communications 


1^00 H 
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111. Plan Recommendation 
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HI. Plan Recommendatioy 
Budget Summary 

Recommend 1997 Basic media plan estimated at $28.0MM 



1996 


1997 




Planned 

$(M) 

Expenditures 

% of 

Spending 

Planned 
' S(M) 

Expenditures 

%of 

Spending 

Diff.$ 

Print 

• Magazines 

$9.2MM 

33% 

S8.9MM 

32% 

-.3 

- FSI 

.4MM 

1% 

- 

- 

-.4 

« Special creative reserve 

- 

- 

0.5MM 

2% 

+0.5 

Total 

$9.6MM 

34% 

$9.4MM 

34% 


Out-of-Home 






Total 

517.6MM 

65% 

$18.1 MM 

65% 

+0.5MM 

Other Media 






• Military 

$0.2MM 

<1% 

$Q.2MM 

<1% 

0.0 

• Truck Stop Program 

0.2MM 

<1% 

0.3MM 

<1% 

+0.1 

Total 

$0.4MM 

1% 

$0.5MM 

1% 

+0.1MM 

GRAND TOTAL 

$27.6MM 

100% 

$28.0 MM 

100% 

+0.4MM 
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111. Plan Recommendation 


1996 vs. 1997 Basic Media Plan Comparison 


. 7 


Recommended 


vrwjJz < 

1996 

1997 

Difference 

OOH Total Showina 




i a %-ta u-ib ^ 

#75/#50 

#75/#50 

No difference 

^ 2 Up 'A' 1 5.5" 

#75/#50 

#50/#50 

-#25 30- 
sheets/none 

3 » 

#50 

#50/#50 

No difference 

Bo * sT ^ 

#75 

“ 

- 

% U.S. Population 




1 

19.3% 

19.9% 

+0.6% 

2 

10.6% 

21.5% 

+10.9% 

3 

17.7% 

7.3% 

-10.4% 

Box 

11.1% 

0 

-11.1% 

Total 

59.7% 

48.7% 

-11% 

% Volume 




1 

52% 

52.5% 

+.5% 

2 

11.8% 

22.8% 

+11% 

3 

20.4% 

10.7% 

-9.7% 

Box 

5.6% 

0 

-5.6% 

Total 

89.B% 

86% 

-3.8% 

National Print 




(000) AS25-49 
% Female 

47% 

47% 

0 

Total Female 

13,433 

13,225 _ 

-208 

% Male 

53% 

53% 

0 

Total Male 

14,965 

15,155 

+190 

Avg. Monthly R/F AS25-49 

64%/2.8 

65%/2.7 

+1%/-1 

Avg. Monthly R/F AS21-34 

66%/3.0 

68%/2.9 

+2%/-1 

# Months 

10 

.J0-. 

0 

AS25-49 R/F 

91/21 

(91/20 ) 

0/-3 

AS21-34 R/F 

93/23 

93/21 

0/-2 


* Not available In all markets 
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IV. Leadership Advantage 
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IV. Leadership Advantage 


Leadership Advantage 

Description 

Provides OOH continuity for 10 
months in key markets 0"ier 1) 

• Bulletin/30-sheet presence 

• #75 showing in lead markets 

• Secure prime locations 

• Strive to negotiate bonus space 
and overrides for Nov-Dee 

Creates a “Big Brand" feel with 
bulletin presence in ail tiers 

• #25 showing in all lead markets 

• Reinforce “reason beyond price” 
to purchase 

“Out shouts” competitive message 
through strong 30-sheet presence in 
ail Tiers 

* #25-50 showing 

Print schedule provides strong 
national base with reach/frequency 
levels that meet communication 
goats for a continuity plan 

• 10 month presence 

• 65%/2.7 

• Includes niche/special Basic 
interest titles 

Merchandising opportunities 
differentiate Basic from competition, 
speak directly to audience, excite 
salesforce about brand 

• Sponsorships 

• Free tickets 

• Trip give-aways 

• Concert tickets 

Creates innovative plan by utilizing 
specialized media vehicles to expose 
potential discount smokers to Basic 
advertising 

* Military plan 

* Truck stop program 

* Pw2-w\< a-/' 

* —AT—- 


V r *’V* 
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